INTRODUCTION
How customers perceive the message from advertisements will influence their purchasing intention. Many companies seek greater awareness of the power of advertising, which involves communicating a message that includes the name of the product or service and how that product or service could potentially benefit the consumer. In general, the goal of advertising is to increase sales of these goods or services by catching people's attention. Today, advertising is an elaborate tool enabling businesses to sufficiently educate people to be able to understand the nature and uses of their goods or services. In other words, advertising is a form of mass communication that typically attempts to persuade potential customers to purchase more of a product or service. Despite the dramatic growth of the internet in modern times, television (TV) commercials are still considered the most effective mass-market advertising format. Unfortunately, TV networks tend to charge high prices for commercial airtime during popular TV events.
As research in advertising has become increasingly popular in recent decades, it is important to effectively identify the most influential and representative collection of research articles. As Walstrom and Leonard (2000) argued that because understanding such a large amount of information is time consuming and tedious, it is important for a researcher to focus on reading only the best most relevant journal articles. While there are many previous studies related to the field of advertising, it is extremely time consuming for researchers and scholars to read all published journal articles. However, this requires that researchers have the means to identify the leading articles and authors in the field. There are many ways to trace advertising studies' evolution over the past decade, from 1998 to 2007 this research adopts the widely accepted bibliometric method of author co-citation analysis (White and Giffith,1982; Culnan, 1986; Culnan, 1987; McCain, 1990) to gain a knowledge network of advertising research and its shift in research focus as well as to research the joint citations of key researchers in the advertising field and to examine the central theoretical and conceptual approaches in contemporary advertising research. The findings of this study build upon previous studies investigating the patterns and evolution in the advertising field. theoretical foundations within a particular research domain (Lievrouw, 1990; Pritchard, 1969) . This method involves counting and analyzing different kinds of written communication (Pritchard, 1969) , and it therefore constitutes a quantitative study of published or bibliographic units (Broadus, 1987) . Bibliometrics involves providing proxies for quantifying the communication processes in written and published works which constitute the knowledge within a given network (Laudon and Laudon, 1993) . Bibliometrics encompasses citation and co-citation analysis, both of which are commonly used tools for mapping the intellectual structure of a particular research field (Small, 1973; Zuccala, 2006) . By measuring and analyzing written communication, such analyzes shed light on the processes of communication and overall nature and development of a discipline (Borgman, 2000) . According to Alan Pritchard (1969: 349) bibliometrics is "the application of mathematics and statistical methods to books and other media of communication", and it provides a method for examining communication among scholars in a field through their scholarly publication (Borgman, 1990) . Also, Diodato (1994) points out that the term bibliometrics refers to the mathematical and statistical analysis of patterns that appear in the publication and the use of documents. Bibliometrics utilizes quantitative analysis and statistics to describe patterns of publication within a certain field or body of literature. Researchers may thus use these methods to evaluate and determine a particular writer's influence or examine the relationship between two or more writers or works. In general, bibliometrics utilizes quantitative analysis and statistics to describe patterns of publication within a certain field or body of literature. In other words, bibliometrics is a set of methods used to study or measure texts and information. Generally speaking, the Social Science Citation Index, the Science Citation Index, and the Arts and Humanities Citation Index are among the most commonly used methods to trace citations when conducting bibliometric research. In this study, author cocitation analysis is used to map the changes in the intellectual structure of the advertising field over the past ten years. This analysis aims to detect shifts in scholarly orientations within the discipline over one decade encompassing the two five-year period, 1998 to 2002 and 2003 to 2007 .
Citation analysis
Citation analysis is the earliest and the most widely-used as well as the most important method of bibliometrics. Citation analysis is a bibliometric technique that considers the citation as the basic unit of analysis. This technique goes beyond a simple counting of publications by analyzing which authors and papers are cited frequently and are therefore most valuable and useful to other researchers (Pasadeos et al., 1998) . Citation analysis relies on theoretical and methodological approaches developed by sociologists, revealing a discipline's structures and boundaries by identifying which authors and publications are cited by other authors and publications (Crane, 1972; de Solla Price, 1965 , 1970 . Citation studies can show that links among journals are important indicators of communication behavior (Reeves and Borgman, 1983) .
Through citation analysis, researchers are able to identify the contributions of key authors in a specific field. This is achieved by combining descriptive analyses of the most widely published authors, the temporal profile of articles published, and the publication outlet pattern of articles published, with descriptive analysis of the mostcited first authors, most-cited texts (books and articles), temporal pattern of articles cited, and publication outlet patter of articles cited (Parvinen, 2003) . According to Gross and Gross (1927) , the interlinked invisible nodes can be identified from the most influential publications and scholars throughout the citation analysis. Citation analysis uses citations in scholarly works to establish links, and it is based on the notion that authors cite papers they consider to be most relevant and important to the development of their research (Pilkington and Teichert, 2006) . Thus, heavily cited articles are likely to have exerted a greater influence on the subject than those less frequently cited (Sharplin and Mabry, 1985; Culnan, 1986; Ma et al., 2008) .
Co-citation analysis
Since the simple citation counts show who cites whom but are not able to identify more detailed interconnections among scholars, co-citation analysis is a method of document coupling that measures the number of documents that have cited any given pair of documents (Culnan, 1986) and is therefore able to detect the interconnections among scholars. After all citations in a given document are obtained, a co-citation network is constructed by drawing a line connecting two documents if they are both cited by other documents. Depending on the number of sources that cite both documents, the strength of co-citation can vary, and this varying strength can be represented by varying the number of lines linking the two documents (Tankard et al., 1984) .
By identifying links among authors or published works, co-citation networks enable the assessment of a field's overall tradition and evolution at the micro-level that of the individual author or published paper instead of the more macro-level of journal title (Culnan, 1986) . These co-citation networks are essentially visual representations of schools of thought, disciplinary paradigms, and "invisible colleges," informal communication relations among scientists or other scholars who share a common interest or goal (Lievrouw, 1989) . These networks may reveal consensus among authors' views toward particular works, especially if the co-citations always occur in the same context (Small, 1980) . Lastly, one of the benefits of co-citations is in detecting shifts in group consensus over time. Changes in co-citation networks occur less frequently and less rapidly than changes in simple citation counts and therefore, represent major shifts in research activity and the scholarly orientation within a discipline (McCain, 1989; Usdiken and Pasadeos, 1995) .
In general, journals systematically chronicle authors' communication, both formal and informal. When working on a certain research project, authors may cite other authors or draw on common source of knowledge. Moreover, it is likely that their works will be frequently cocited by other studies focusing on intellectually similar themes. This dissemination of knowledge establishes an intricate web of relationships between these works. Small (1973) stated that this web of relationships produces a structure or map for the discipline, which can be observed as it changes and evolves over time; by clarifying the complex patterns of associations between specialties, co-citation makes it possible to monitor the development of scientific fields and identify relationships that exist between specialties.
In order to evaluate the core knowledge of a field, citation and co-citation (Small, 1973; Marshakova, 1973; McCain, 1990; Pilkington and Teichery, 2006) as well as factor analysis (McCain, 1990; Pilkington and Teichery, 2006) are considered to be the fundamental research tools. This study utilizes co-citation analysis to identify influential authors or works and to display interrelationships between authors or works. A way to identify the influential authors or works is by counting the frequency of citation as well as identifying authors or works in the same discourse by analyzing how often they are cited together at the same time. This study employs co-citation analysis to identify influential authors or works and to examine the relationships between authors or works. By counting the frequency of citation and analyzing how often authors are cited together at the same time, it is possible to identify the most influential authors or works. This study aims to fill a gap in advertising research by providing researchers with an overview of contemporary advertising studies in the past one decade and by mapping the objective structure of different research topics in the development of the advertising field.
Previous studies employing bibliometric methodology
The bibliometric methodology is a tool used for screening several social science disciplines. The following are examples of studies that have used bibliometric techniques to examine the intellectual structure of science specialties and explore the impact of their respective fields: tourism (Ma and Wang, 2007; Chou and (Kim and McMillan, 2008) , strategic management (Acedo et al., 2006; Nerur et al., 2008) , family business (Casillas and Acedo, 2007) , public relations (Pasadeos et al., 1999) , inter-organizational relationships (Oliver and Ebers, 1998; Parvinen, 2003) , organization studies (Usdiken and Pasadeos, 1995) , small enterprise research (Ratnatunga and Romano, 1997) , entrepreneurship research (Dery and Toulouse, 1996) , management information systems studies (Culnan, 1986) , and research and development literature (Tijssen and van Raan, 1994) .
Social network analysis (SNA)
Social network analysis is a powerful diagnostic method used for analyzing the nature and pattern of relationships among members of a particular domain (Krebs, 2002) . Essentially, SNA is a method for visualizing our people and connection power, helping us to identify how we can best interacts to share knowledge. SNA is an analytical tool that reveals the number of interactions and the closeness of relationships between nodes within a network. In the representation of the social network, the nodes are the people and groups, and the links show relationships or flows between these nodes. SNA was initially developed for the purpose of analyzing networks in social science, computer networks, and communication studies. This method is useful because it mathematically defines certain characteristics of the actors and the network itself. The characteristics defined include the power of actors, range of influence, cohesion, equivalence, and brokerage (Bonacich, 1987; Burt, 1992) and these characteristics are expressed in terms of corresponding network-structure parameters which are derived from the relationships among the actors.
According to Burt (1992) , a social network is a group of collaborating entities that are related to one another. Mathematically, this is a graph in which each participant in the network is called an actor and depicted as a node in the network. Actors can be people, organizations, or groups, or other sets of related entities. Relationships between actors are depicted as links between the corresponding nodes. A co-citation matrix is inherently very similar to social networks as it essentially represents a network of linked authors (Pilkington and Teichert, 2006; Pilkington and Chai, 2008) . In the co-citation matrix, the key nodes from one academic field can be diagrammed as a network with locations determined using Geodesic distances (Pilkington and Teichert, 2006; Pilkington and Chai, 2008) . This study argues that SNA techniques would facilitate researchers' ability to examine networks of knowledge and detect correlations between them. In this study, social network analysis tools are used to graph the relationships in the co-citation matrix and identify the strongest links and the core areas of interest in advertising.
METHODOLOGY
The data used for this bibliometric analysis were obtained from 65,234 references from 2,975 articles found in the SSCI and SCI databases from 1998 to 2007. The intention of this study is to develop a chronological perspective and an overview of the evolution of contemporary advertising research over the past decade, from 1998 to 2007. The research methods adopts citation analysis, author co-citation analysis, factor analysis, and hierarchical clustering analysis to map and study changes in the intellectual structure of advertising research over the past consecutive ten years. This ten-year time frame is divided into two five-year periods -1998 to 2002 and 2003 to 2007 -for analysis and comparison, and in order to recognize a change or evolution in the pattern of knowledge.
The results of this study are widely applicable and are not limited to a single specific or area, which confirms the interdisciplinary nature of this emerging field.
This study utilizes co-citation analysis (Culnan, 1986; Sharplin and Mabry, 1985) , a method which addresses the importance of journals and articles, based on the notion that the most frequently cited journals and articles cited are the most important in the field. In addition, this study uses author co-citation analysis (Garfield, 1963; Small, 1974; McCain, 1990) , an approach based on analyzing the frequency with which any work by an author is linked to any work by another author and to a third and later work (White and Griffith, 1981) . Author co-citation analysis (ACA) is a set of data gathering, analytical, and graphic display techniques that can be used to produce empirical maps of prominent authors in various areas of scholarship. Furthermore, ACA assumes that two authors' frequency of co-citation and similarity in patterns of co-citations with others are indicative of the closeness of the relationship between them.
The validity of ACA has been demonstrated by many researchers, as described in the previous section "Previous Studies Employing Biblometric Methodology". The following paragraph describes the methodology used in this study, which is adapted from McCain (1990) and summarizes the steps that were used in this study.
Data selection
This study adopts McCain's (1990) ACA technique for data gathering, analysis, and graphic display to produce empirical maps of prominent authors in various areas of scholarship. In the beginning, this study utilized the key-word search strategy, which involved searching for the keyword "advertising" and using the topics of publications to identify the potential databases containing advertising-related raw materials. In the on-line SCI and SSCI databases, 65,234 citations from 2,975 articles were found as cited references during the years 1998 through 2007. The data used in this study includes books, journals, publication titles, author names, publication dates, and citation index. The citation counts were tabulated and filtered using Excel, and the collected data were analyzed and systematized by sorting, summing, sub-totaling, ranking, and screening based on the total citation counts each received. Over the 10-year period, a total of 1,406 journals were published from 1998 to 2002 and 1,569 published journals from 2003 to 2007. Among these journals in SSCI and SCI of ISI (Institute for Scientific Information), the most cited references for the earlier 5-year period were in 2002 followed by 1999, 2000, 1998, and 2001 . The most cited references occurred in the year 2007 followed by 2005, 2006, 2003 and 2004 for the recent 5-year period. They are used as the source to identify the most influential scholars and documents in advertising studies. Thus, there was a greater number of advertising citations in the recent 5 years. The advertising literature has especially focused more attention in spite of the large number of studies that have been done on advertising in 2007 and 2002. The next step is to collect two sets of data using 5 year each time frames (1998 to 2002 and 2003 to 2007) in order to make temporal comparisons. The data collected in this study indicate that five-year periods are more than adequate for constructing citation lists and co-citation networks and for making distinctions between the mostcited works in the two periods. Throughout the research, different numbers of publications and reference data are found: there are 37,819 citations from 2003 to 2007 and 27,415 citations from 1998 to 2002. The most cited publications for the earlier 5-year period were in 2002, followed by 1999, 2000, 1998 and 2001 and for the recent 5-year period were in 2007, followed by 2006, 2005, 2003 and 2004 . Thus, the most advertising citations occurred in the recent 5-year period. Over the entire 10 years, there is a total of 1,569 published journals from 2003 to 2007 and 1,406 published journals from 1998 to 2002. They are used as the source to identify the most influential scholars and documents in advertising studies. Thus, there is a slight increase in attention in spite of the larger number of studies that have been done on advertising in the recent 5 years.
Indentifying influential authors
Given the assumption that "a heavily cited article or book must be considered important by a large number of scholars in a discipline or across disciplines" (Pasadeos et al., 1998) , the citation analysis provided by these authors is a logical source for influential works. Bibliographies and reading lists were used because they represent both scholarly and professional views of influence. Advertising principles texts also represent logical sources for influential works because of their focus on historical and fundamental topics, their objective of providing a conceptual foundation for students who will likely pursue careers in advertising (Dunn et al., 1994) , and their necessity for keeping up with change (Bergh and Katz, 1999) .
The 30 most frequently cited authors in each 5-year time period were identified as the core authors in the field and further examined with co-citation analysis. A series of operations were conducted, through which it is possible to identify the key nodes in the intellectual structure of advertising research and develop the structures.
Author co-citation matrix
By searching the SSCI database from 1998 to 2007, the 30 most frequently cited authors in each 5-year time period were identified as the core authors in the field and a raw co-citation matrix was compiled. The author co-citation matrix was developed based on these frequencies of author co-citation, and the diagonal data were calculated. The matrix represents each author's profile of co-citation with every other author on the list (White and Griffith 1981) . The data is then converted into an Excel spreadsheet to develop a 30 X 30 matrix for each 5-year period.
Data analysis
The data matrix was imported to UCINET 6.0 software (Borgatti et al., 2002) in order to perform the social network analysis (SNA), factor analysis, and cluster analysis (Pilkington and Tecichert, 2006; Hair et al., 1998; Pilkington and Liston-Heyes, 1999) . SNA is increasingly used to analyze the nature and pattern of relationships among individual scholars or articles in a certain discipline (Ma et al., 2008; Pilkington and Fitzgerald, 2006; Pilkington and Teichert, 2006; Pilkington and Chai, 2008) . The tools of social network analysis can be used to graph the relationships in the co-citation matrix, thereby identifying the strongest links and the core areas of interest in the advertising field (Pilkington and Tecichert, 2006) . In order to describe the knowledge distribution process in the advertising research, the knowledge network of advertising is mapped by identifying the key nodes and developing the structure. The co-citation correlation matrix was factor analyzed using varimax rotation a commonly used procedure which attempts to fit or loads the maximum number of authors on a minimum number of factors (McCain, 1990) . These scholars can be said to collectively define this field because they have the most influence in the development of the advertising research. The graphing programmer NETDRAW (Version 2.0 which comes with the social network software suite UCINET) is used to generate the intellectual structure map of author proximities (Borgatti et al., 2002) . The advertising research graphs are shown in Figures 1 and 2 , which show the links among the top 30 most-cited publications. These graphs only display the links with at least 15 citations for the sake of clarity and ease of interpretation.
The analysis reveals the most prevalent authors in the subfields and the extent of their influence (Nerur et al., 2008) . Using the Pearson-r correlation, author proximities are determined and presented graphically as a hierarchical cluster (White and McCain, 1998) .
Finally, the last step of factor analysis is performed to group these authors according to the similarity of their research themes and focuses. By taking the co-citation matrix and grouping the authors using factor analysis of the correlations between the entries, this study can determine which authors are grouped together as well as their common shared elements. The closeness of author points on such maps is algorithmically related to their similarity as perceived by citers.
RESEARCH FINDINGS

Most-cited advertising authors
The top 30 most-cited advertising authors in the periods 1998 to 2002 and 2003 to 2007 are as shown in Tables 1  and 2 . The frequency of an author's citation by others is used to indicate the relative impact of specific author in the advertising literature during each time period. The most frequently cited authors between 1998 and 2002 (the first five-year period) was Petty, followed by Mackenzie, Machinnis, Nelson and Pollay. Also, the database identified the most frequently cited scholar between 2003 and 2007 (the second five-year period) as Mackenzie, followed by Bell, Nelson, Pollay, and Rosenthal. According to this data, these scholars have the most influence in the development of the advertising area and thus collectively define this field. It is interesting to see that Mackenzie moved from the second to the first most frequently cited scholar whereas Nelson and Pollay remained as the top 4 and 5 cited scholars, respectively, for both the first and second five-year periods. Also worth noting is that Petty slid from first place to sixth place. Due to the limitation of the SSCI online database, only the lead authors' names are shown in the most frequently 
Most-cited advertising journals
The highest frequency of citation and the most influential scholars were then identified from the citation samples, by counting their total citation count within the journal articles. As shown in Table 4 , the most frequently cited journal was Journal of Advertising Research, which moved up from second place to first place. However, Journal of Advertising dropped from first place to second place. There was a small change for Advances in Consumer Research, which climbed from fourth place to third place. It is surprising that International Journal of Advertising shows up at fourth place in the second five-year period, whereas this journal did not appear in the list of most frequently cited journals in the advertising literature in the first five-year period. Another significant change is that British Medical Journal slid from third to fifth place. These journals and books were found by searching for the title "advertising" in the SSCI database.
Most-cited advertising articles
Based on the citation samples, the highest frequency of citation and the most influential scholars were then identified by their total count of citations within the journal articles. As shown in 
Co-citation networks
Social network analysis tools can be used to graph the relationships in the co-citation matrix and identify the strongest links and the core areas of interest in advertising (Pilkington and Teichert, 2006) . The key nodes shown in Figures 1 and 2 were conducted by using the UCINET software (Borgatti et al., 2002) which shows graphically the core areas of interest as well as the links among the top 30 most-cited publications. The different shapes of the nodes result from performing a faction study of these authors. This method groups elements in a network based on the sharing of common links to each other. The few authors centered in Figures 1 and 2 are the leading figures in advertising research. Their numerous citations and extensive interlinks with each other undoubtedly indicate their prestigious status in advertising research. Their contributions and explorations in advertising collectively define the future research directions of advertising studies. These two graphs only display the links with at least 15 co-citations for the sake of clarity and ease of interpretation.
Factor analysis
Ding et al. (1999) stated that factor analysis is used to examine the interrelationships among the original variables through the creation of some derived variables or factors. In this study, to determine the common links between authors, factor analysis was performed to map the intellectual structure of advertising studies. The most influential scholars in the advertising studies between 1998 and 2007 are grouped together. Six factors were extracted from the data and together they explain over 67.4% of the variance in the correction matrix for the first five years. As for the second five years, five factors were extracted from the data, and together they explain over 38.2% of the variance in the correlation matrix. Tables 5  and 6 illustrate the most important factors along with the authors that had a factor loading of at least 0.4 (White and Griffith, 1981) . The names to the factors were assigned on the basis of the interpretation of the authors with high associated loadings. There are no attempts to interpret the remaining factors on account of their relative small eigen values (<1.032 and <1.107). The interpretation of the results of analysis in this study is that advertising research is composed of at least seven different sub-fields: attitudes, brand attitudes, informative advertising and product quality, cigarette advertising and alcohol expectancies, pharmaceutical advertising, consumption-related emotions, and consumer criticism of advertising. Hence, it will help this study to capture a changing and evolving structure. Results within these 10 years were divided into two periods, 1998 to 2002 and 2003 to 2007 , to compare and determine the possible evolution of interests within advertising.
Cluster analysis
This study adopts the cluster analysis of co-citation data which provides a clear visual representation of the proximity of an author to others and enables us to easily ascertain the closeness of one cluster to others (Subramani et al., 2006) . In order to signify the highly cocited key-nodes, this study de-noises the low linkage to blanks when the co-citation frequency of that cell is below 99 (Figure 3 ) and 87 ( Figure 4) . By taking the co-citation matrix and grouping the authors using hierarchical tree cluster analysis of the frequency of co-citation between two authors, we can illustrate the goal of the tree clustering algorithm. The purpose of this algorithm is to join together objects (for example, the frequency of authors' co-citations) into successively larger clusters, using the measure of similarity. In Figures 5 and 6 , on the left of the tree plot, it begins with each object in a class by itself. The result is that the tree plot links more and more objects together and aggregates larger and larger clusters of increasingly dissimilar elements. At the end of this tree plot, all objects are joined together. The associated co-citation frequencies (total 29x30/2=435 pairs) of any two of them are searched directly from the 1998 to 2007 SSCI database as shown in Figures 3 and 4 . For the purpose of seeing the paradigm shift (field dynamics) of advertising studies, this study divides a raw 30X30 co-citation matrix into two time periods, from 1998 to 2002 and from 2003 to 2007 . Moreover, the same color and shape of the nodes in both Figures 1 and 2 illustrates that the authors are in the same clusters (Tables 5 and 6 ), which means their previous studies focus on the same advertising-related areas. The line between any two key-nodes is drawn according to the respective co-citation frequency of any two authors depending on the publications. In this study, Tu 9407 the rule for grouping the highly-co-cited key-nodes was whether they co-cited the same document or not. These distances (similarities) can be based on a single dimension or multiple dimensions, with each dimension representing a rule or condition for grouping objects. In this study, to cluster highly co-cited key-nodes, this is done by taking into account the frequency of two authors' co-citations and by applying the complete linkage method. In this method, the distances between clusters are determined by the greatest distance between any two objects in the different clusters (that is, by the furthest neighbors). The co-citation frequency of the two authors Petty and Cacioppo (1986) and Baron (1986) is 249 times, which is the highest number of frequency among all other authors ( Figure 3 ). As Figure 5 also indicates, the shortest distance means that these two key nodes have the fastest links together in the tree plot, which means they are the most highly cited key nodes and thus share the same similarities. (Figures 3 and 4) , it is clear that there are four key-nodes; Baron and Petty emerged with the frequency of co-citation larger than 248 whereas Wilkes and Bell emerged with the frequency of co-citation larger than 151 in the past decade.
The linkages between the key-nodes represent the frequency of the two authors' co-citations. As Figures 1  and 2 shows, Petty, Baron, Nelson, Mackenzie and Holbrook are interwoven densely as the linkages of the key-nodes in the first five years. In contrast, Petty, Bell, Hollon, Rosenthal, Wolfe (2002) are interwoven more densely in the second five years. Table 5 and Figure 3 indicate that there are six clusters of advertising studies that dominated this field in the first five years. In the first and the most dominant research cluster in advertising studies, Petty and Cacioppo (1986) explains about the elaboration likelihood model of persuasion, about which Baron (1986) has a similar perspective. However, Baron's research was mainly focused to distinguish between the properties of moderator and mediator variables at a number of levels. In the other cluster, Bastra (1986) indicates that attitude toward the advertisement itself leads to changes in brand attitudes (Gorn, 1982; Lutz et al., 1983; Mitchell and Olson, 1981) . The result of Bastra's study shows that affective responses appear to be antecedents of the attitude towards the advertising and have a weak but significant impact on brand attitudes. Edell and Burke Pollay et al. (1996) 0.869 Scott L.M. (1994) 0. 883 Milgrom P. (1986) 0.931 Grube and Wallack (1994) 0.831 Kassarjian H.H. (1977) 0.869 Grossman and Shapiro (1984) 0.683 Baron R.M. (1986) 0.464 Brown and Stayman (1992) 0.850 Hoch and Ha (1986) 0. 510 Mitchell A.A. (1981) 0.841 Greenwald, A.G. (1984) 0.822 Batra R. (1986) 0.808 Edell and Burke (1987) (1987) 0.691 Wilkes et al. (1992) 0.815 Petty and Cacioppo (1986) 0.805 Hoch and Ha (1986) 0.655 Holbrook and Batra (1987) 0.499 Garramone G.M. (1990) 0.467
Factor 6: Direct-to-consumer prescription drug advertising and drug information services 3.40% variance Holmer and Alan (1999) 0.961 Wilkes et al. (1992) 0.466 (1983) 0.932 Milgrom P. (1986) 0.885 Shavitt et al. (1998) 0.871 Mackezie and Lutz (1989) 0.723 Nerlove and Arrow (1962) 0.759 Pollay and Mittal (1993) 0.732 Brown and Stayman (1992) 0.602 Butters G.R. (1977) 0.536 Barwise P. (2002) 0.660 Varkratsas D. (1999) 0.581 Grossman and Shapiro (1984) 0. 472 Mittal B. (1994) 0.591 Ducoffe R.H. (1996) 0.579 Varkratsas D. 0. 459 Mueller B. (1987) 0.568 Factor 4: Commercials, attitude, perceptions and beliefs 4.60% Factor 5: Advertising prices 3.70% and Positive Emotions Variance and Informative Advertising Variance Pierce et al. (1998) 0.892 Nelson P. (1974) 0. 904 Mittal B. (1994) 0.510 Grossman and Shapiro (1984) 0.566 Butters G.R. (1977) 0.474 (1987) demonstrates that feelings generated by the ad are different conceptually from thoughts about the ad and both are important and contribute uniquely to explaining the effects of advertising. In general, the core of research themes in 1998 to 2002 mostly relates to the content analysis in consumer research, attitudes, cigarette advertising, alcohol expectancies, pharmaceutical advertising and brand attitudes. Figures 1 and 3 , Table 5 and Factor 1 showed that the main research focused on attitude, brand attitude and content analysis in consumer research. MacInnis and Jaworski (1989) addressed that communication effectiveness is in part driven by consumers' motivation, opportunity and ability to process brand information from an ad. The brand attitudes research (Maclnnis, 1991; Brown and Stayman, 1992; Mitchell, 1981 , Batra, 1986 suggested that anyone whom is able to gain the ideas of an ad can be imported by any other market. Since market research measures are based on the visual elements of the ad, such as flow of attention, flow of emotion and branding moments provide insight into what is working in an ad in any country or region. Based on advertising had dramatic effects on perceptions of quality when consumers saw ambiguous evidence; judgments and product inspection behavior protocols showed that advertising induced consumers to engage in confirmatory hypothesis testing and search. In addition, advertising influenced quality judgments by affecting the encoding of the physical evidence, while retrieval of ad-consistent evidence also appeared to occur, though to a lesser degree. In Table 5 and Factor 3, Pollay et al. (1996) points out that sensitivity to cigarette advertising is approximately three times larger among teenagers than adults. Grube and Wallack (1994) research indicated that awareness of television beer advertising is related to more favorable beliefs about drinking than beer brands. Thus, the alcohol advertising may pre-dispose young people to drinking. Therefore, in order to prevent drinking and drinking problems among young people, it is necessary to devote more attention to countering the potential harmful effects of alcohol advertising. With the impact of cigarette advertising, there is this common claim from cigarette manufacturers that cigarette advertising does not encourage people to smoke who would not otherwise. In fact, studies show that cigarette advertising does not necessarily increase consumption.
According to Factor 4 of Table 5 , Wilkes et al. (1992) and Hollon (1999) point out the Food and Drug Administration (FDA) proposed standards for the accuracy of scientific data presented in print pharmaceutical advertisements and the compliance of these advertisements. Wilkes et al. (1992) concludes that many advertisements contained deficiencies in areas in which the FDA has established explicit standards of quality. In order to promote proper use of the products and to protect the consumer, it is necessary to ensure the advertisements comply with standards. Based on Factor 5, drawing upon content of communication, Petty and Caciopp's (1996) peripheral processing mechanism recognizes the importance of the formation of brand attitude. The result of their study indicates that the consumer's attitude toward the ad appears to serve as a facilitator of both brand attitude and brand-related cognition. However, the latter two constructs (ad and consumer behavior) remain relatively independent of one another. According to Factor 6, Holmer and Alan (1999) high lights the direct-to-consumer advertising that motivates patients to learn more about medical conditions and treatment options and to consult their physicians. Hopefully, the participatory health care consumers assuming more direct responsibility for their own health will lead to better health outcomes through appropriate use of safe and effective prescription medicines that save lives, cure diseases, alleviate pain and reduce suffering. For the period between 2003 and 2007, most advertising research addressed important brand attitudes, informative advertising, cigarette advertising and alcohol expectancies as well as pharmaceutical adverting.
As shown in Table 6 and Factor 1, Petty (1983) focuses on the attitude change employed in social and consumer psychology. The different theories of persuasion possess different terminologies, postulates, underlying motives, and particular effects on the particular attitudinal position. In Table 6 and Factor 2, Grossman and Shapiro (1984) studied the effects of changes in advertising technology including an increased ability to target messages to specific groups of consumers, on the equilibrium in the product market. His finding indicates that decreased advertising costs may reduce profits by increasing the severity of price competition.
In Table 6 and Factor 3, Shavitt et al. (1998) examines the public attitudes toward advertising, with the significant finding that more Americans tend to enjoy the advertisements they see and tend to find advertising generally informative and useful in guiding their own decision-making. In general, Americans report that they do not trust advertising, but they tend to feel more confidence in advertising claims when focused on their actual purchase decisions. Based on Table 6 and Factor 4, Pierce et al. (1998) addresses the association between receptivity to tobacco advertising and promotional activities. The result of his study suggests that tobacco promotional activities are causally related to the onset of Tu 9411
smoking. Based on Table 6 and Factor 5, Nelson (1974) and Grossman and Shapiro (1984) study the advertising as information and informative advertising with differentiated products. The studies point out that the market-determined levels of advertising are excessive, given the extent of diversity in the market. In contrast, Figures 2 and 4 represent a different framework and the findings take different directions from the previous ones. There are five major research clusters in the second five years, as well as certain shared similarities. Generally speaking, the core of research themes in the period 2003 to 2008 are related to the attitudes, consumer behavior, advertising prices, product quality, informative advertising, consumer criticism of advertising, perceptions, beliefs and positive emotions.
Based on Table 5 and Figure 5 , Petty and Cacioppo (1986) and Baron (1986) both focus on the advertising content and attitudes. Nelson (1974) and Stiger (1961) discuss the informative advertising whereas Nelson (1974) and Milgrom (1986) study the price and advertising signals and the product qualities. Edell and Burke (1987) and Batra (1986) address the effects of advertising on the brand attitudes. Dorfman and Steiner (1954) and Nerlove and Arrow (1962) examine the optimal advertising and optimal quality. Mackezie and Lutz (1989) and Mitchell (1981) indicate that the attitude toward the advertisement itself leads to changes in brand attitudes. Table 6 and Figure 6 show a different framework; Bell (2000) and Wilkes et al. (2000) address the direct-toconsumer prescription drug advertising emphasis on a content analysis of conditions, targets, inducements and appeals. Petty (1983) and Mitchell (1981) study the attitude change employed in social and consumer psychology. Nelson (1974) and Milgrom (1986) focus on the informative advertising. Baron (1986) and Petty (1983) discuss attitudes and consumer behavior. Grossman and Shapiro (1984) and Butters (1977) finds that an increase in the severity of price competition is due to the advertising costs and may reduce profits. Hollon (1999) and Holmer and Alan (1999) indicate that, in terms of improving public health, direct-to-consumer advertising is an excellent way to educate consumers about health conditions and medical treatment information.
DISCUSSION AND CONCLUSION
The ability to effectively identify the most influential and representative collection of research articles has become significantly important. This manuscript employs bibliometric tools and social network analysis methodology to fill a gap in the advertising development literatures by applying citation and co-citation analysis to the most influential and representative collection of research articles.
The advertising literature offers a useful guide to the development of advertising theory and practice. In conducting the present study, the author found changes in the focus of the advertising literature; a summary of the changes over the past 10 years is provided in Figures 7  and 8 and Tables 7 and 8 . This study aims to provide an overview of advertising studies and evaluate the changes of advertising literature in the past decade. Figures 7 and  8 show the major focuses of advertising studies from 1998 to 2002 and 2003 to 2007 , respectively. The boxes above the central line represent the areas that received greater attention in the advertising literature relative to the other 5-year period, whereas the boxes below the center line represent the areas that received equal attention in both 5-year periods. As these figures and tables illustrate the advertising field saw an expansion of its core themes and a consolidation of its knowledge network during this 10-year period. As a result, the advertising research in the period 1998 to 2002 was focused on brand attitude, cigarette advertising, alcohol advertising, pharmaceutical advertising, consumption-related emotions and advertising content and attitudes. The findings indicate that a relative shift occurred during the period 2003 to 2007, when the dominant research stream changed; there is a predominance of research focus on attitudes, consumer behavior, and consumer criticism of advertising, perception of commercials, beliefs, positive emotions, advertising prices, product quality, and informative advertising research. In conclusion, this paper has provided an opportunity to recognize the historical and ongoing inputs and output of advertising research as represented in the work published in the SSCI and SCI databases from 1998 to 2007. There have been changes in the dominant research streams, and advertising studies now place emphasis on different themes than in the past.
Contributions to scholarship
By examining most frequently cited authors and papers, and by analyzing co-citation patterns, it is possible to construct a general picture of the field. This lays a foundation of knowledge that will help future scholars better understand the shift in advertising research over time. This study provides insights to effectively identify the most influential authors and the important articles from the database, which will ultimately enable academia and practitioners to have a better understanding of contemporary advertising studies.
Applied implications
This paper aims to provide valuable research direction for future research in advertising while also proposing an objective means of establishing the relative importance of different knowledge nodes in the recent development of the advertising field.
LIMITATIONS AND FUTURE RESEARCH DIRECTION
This research offers valuable insights into the intellectual structure of advertising studies; however, it is important to also acknowledge the limitations of this study. First, its important of objectivity is crucial to a study such as this, yet in choosing the number of authors to be included in this study, a certain degree of subjectivity is inevitable. Certain judgment calls needed to be made to balance these contrasting considerations (McCain 1990) ; with the resulting possibility that certain worthwhile papers may not have been included. Second, the selection of sample articles was limited to the period 1998 to 2007, which may affect the generalization of this study. Moreover, the research method used by this paper was unable to (White, 1990) . Despite these limitations, author co-citation analysis is a useful methodology for examining the evolution of thought in a field, and it has therefore found widespread applicability.Future researchers are encouraged to combine citation analysis with content analysis. Content analysis can be used to detect particular words or concepts within texts or sets of texts; the combination of this tool with cocitation analysis would provide researchers and practitioners a better understanding of advertising studies.
